Alwitt, Linda, and Paul R. Prabhaker. Identifying Who Dis- 
likes Television Advertising: Not by Demographics Alone. 
No. 6, pp. 17-29. 

This article presents research which demonstrates 
that to identify people who dislike television adver- 
tising one must consider specific interactions be- 
tween demographics and viewers’ reasons for their 
attitudes to television advertising. 

Appel, Valentine. Length of Screening Interval and Print Me- 
dia Audience Estimates. No. 5, pp. 22-26. 

The use of a six-month screen for magazines and a 
seven-day screen for daily newspaper audience 
measurement results in audience estimates that are 
less comparable than is generally thought and may 
disadvantage national newspapers. 

Assael, Henry, and David F. Poltrack. Can Demographic 
Profiles of Heavy Users Serve As a Surrogate for Purchase 
Behavior in Selecting TV Programs? No. 1, pp. 11-17. 

Earlier studies by the authors cast doubts on the 
ability of bulk-buying efficiencies to outweigh the 
weaker selectivity of demographic criteria compared 
to purchase behavior criteria. This study asks 
whether the use of more refined demographics can 
provide a more suitable compromise. Results from 
the use of heavy-user profiles are promising, but not 
surefire. 

Bartos, Rena. Point of View: Bartos Responds to “‘The Bartos 
Model.” No. 1, pp. 54-56. 

Bartos responds to the article by Schaninger et al. 
which appeared in JAR, Volume 33, No. 3 and 
which demonstrated that women’s attitudes toward 
their work added predictiveness to basic income 
and marital status variables in predicting consump- 
tion of a wide variety of products and services. Bar- 
tos suggests some further refinements in the model. 

Beales, Char. Capitalizing on Exploding Television Options. 
No. 1, pp. RC3-RC4. 

Beales, the president and chief operating officer of 
the Cable Television Administration and Marketing 
Society, gives an update on the latest innovations in 
the cable television industry and discusses plans for 
cable’s future. 

Bejou, David. See Tat and Bejou. 
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ron. Improving the Effectiveness of Outdoor Advertising: 
Lessons from a Study of 282 Campaigns. No. 2, pp. 46-55. 

Despite the significant spending in “out-of-home” 
media, they remain an under-researched area. Here 
executional variables are related to significant differ- 
ences in ad performance—not always in accord with 
the conventional wisdom. 
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ipating in Channel One and others not participating, 
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Brooks, vice president of research for USA Net- 
works, discusses the effects that cable reregulation 
will have on viewing patterns in the future. 
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Reach and Frequency: Does It Really Make Sense? No. 2, 
pp. 19-28. 

This is an alternative interpretation of the McDonald 
findings originally used to substantiate the notion of 
effective frequency. The authors further argue that 
Krugman’s concept of exposure referred to adver- 
tising exposure, not vehicle exposure. They raise 
and answer some very important issues regarding 
reach and frequency. 
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Catalano, Joelle. See Zandpour et al. 

Chang, Cypress. See Zandpour et al. 

Cho, Young Dae. See Zandpour et al. 

Clancey, Maura. The Television Audience Examined. No. 4, 
Special Center Insert. 

Winner of the ARF’s 1994 Richard L. Lysaker Prize 

for Outstanding Research on Media, Clancey’s pa- 

per makes an important contribution to a potentially 
standard measurement of the television audience 


72 Journal of ADVERTISING RESEARCH—JANUARY/FEBRUARY 1995 


e 
5 
we 
| 
— > 
met 
. 
bes 
. 


Alwitt, Linda, and Paul R. Prabhaker. Identifying Who Dis- 
likes Television Advertising: Not by Demographics Alone. 
No. 6, pp. 17-29. 

This article presents research which demonstrates 
that to identify people who dislike television adver- 
tising one must consider specific interactions be- 
tween demographics and viewers’ reasons for their 
attitudes to television advertising. 

Appel, Valentine. Length of Screening Interval and Print Me- 
dia Audience Estimates. No. 5, pp. 22-26. 

The use of a six-month screen for magazines and a 
seven-day screen for daily newspaper audience 
measurement results in audience estimates that are 
less comparable than is generally thought and may 
disadvantage national newspapers. 

Assael, Henry, and David F. Poltrack. Can Demographic 
Profiles of Heavy Users Serve As a Surrogate for Purchase 
Behavior in Selecting TV Programs? No. 1, pp. 11-17. 

Earlier studies by the authors cast doubts on the 
ability of bulk-buying efficiencies to outweigh the 
weaker selectivity of demographic criteria compared 
to purchase behavior criteria. This study asks 
whether the use of more refined demographics can 
provide a more suitable compromise. Results from 
the use of heavy-user profiles are promising, but not 
surefire. 

Bartos, Rena. Point of View: Bartos Responds to “‘The Bartos 
Model.” No. 1, pp. 54-56. 

Bartos responds to the article by Schaninger et al. 
which appeared in JAR, Volume 33, No. 3 and 
which demonstrated that women’s attitudes toward 
their work added predictiveness to basic income 
and marital status variables in predicting consump- 
tion of a wide variety of products and services. Bar- 
tos suggests some further refinements in the model. 

Beales, Char. Capitalizing on Exploding Television Options. 
No. 1, pp. RC3-RC4. 

Beales, the president and chief operating officer of 
the Cable Television Administration and Marketing 
Society, gives an update on the latest innovations in 
the cable television industry and discusses plans for 
cable’s future. 

Bejou, David. See Tat and Bejou. 

Berger, Paul D. See Jaffe and Berger. 

Bhargava, Mukesh; Naveen Donthu; and Rosanne Ca- 
ron. Improving the Effectiveness of Outdoor Advertising: 
Lessons from a Study of 282 Campaigns. No. 2, pp. 46-55. 

Despite the significant spending in “out-of-home” 
media, they remain an under-researched area. Here 
executional variables are related to significant differ- 
ences in ad performance—not always in accord with 
the conventional wisdom. 

Blair, Margaret H., and Karl E. Rosenberg. Convergent 


INDEX TO JAR, VOLUME 34: 1994 


Findings Increase Our Understanding of How Advertising 
Works. No. 3, pp. 35-45. 
Recent findings from Information Resources, Inc.’s 
“How Advertising Works” study are compared to 
research systems corporation’s historical observa- 
tions from their ARS advertising research database. 

Blakney, Vicki L. See Sekely and Blakney. 

Bogart, Leo. Who Pays for the Media? No. 2, pp. 11-18. 
The shift to greater consumer support of the media 
is likely to affect how the media are consumed. The 
consequences are likely to be felt first by low- 
interest, parity products as are many package 
goods. Longer term, there may be substantial im- 
pact on all image advertising. 

Brand, Jeffrey E., and Bradley S. Greenberg. Commercials 
in the Classroom: The Impact of Channel One Advertising. 
No. 1, pp. 18-27. 

Reports from a survey of students in schools partic- 
ipating in Channel One and others not participating, 
but in the same market, reveal differences in ad re- 
call, purchase intention, and attitudes. 

Brooks, Tim. The Reregulation Ricochet. No. 2, RC2-RC6. 
Brooks, vice president of research for USA Net- 
works, discusses the effects that cable reregulation 
will have on viewing patterns in the future. 

Budner, David M. Increasing the Odds for Marketplace Suc- 
cess—Advertising Development at FCB/LKP. No. 3, RC3- 
RC6. 

Budner, senior vice president at FCB/Leber Katz 
Partners, describes the creative development pro- 
cess at his company, detailing how the company’s 
advertising research department works. 

Campos, Veronica. See Zandpour et al. 

Cannon, Hugh M., and Edward A. Riordan. Effective 
Reach and Frequency: Does It Really Make Sense? No. 2, 
pp. 19-28. 

This is an alternative interpretation of the McDonald 
findings originally used to substantiate the notion of 
effective frequency. The authors further argue that 
Krugman’s concept of exposure referred to adver- 
tising exposure, not vehicle exposure. They raise 
and answer some very important issues regarding 
reach and frequency. 

Caron, Rosanne. See Bhargava, Donthu, and Caron. 

Catalano, Joelle. See Zandpour et al. 

Chang, Cypress. See Zandpour et al. 

Cho, Young Dae. See Zandpour et al. 

Clancey, Maura. The Television Audience Examined. No. 4, 
Special Center Insert. 

Winner of the ARF’s 1994 Richard L. Lysaker Prize 

for Outstanding Research on Media, Clancey’s pa- 

per makes an important contribution to a potentially 
standard measurement of the television audience 


72 Journal of ADVERTISING RESEARCH—JANUARY/FEBRUARY 1995 


e 
5 
we 
| 
— > 
met 
. 
bes 
. 


INDEX TO JAR, VOL. 34 


and considers the definition of being ‘in the room 
with the television set turned on” as more opera- 
tional than previous definitions such as “reported 
watching” which is subject to different respondent 
interpretations. 
Cobb-Walgren, Cathy J. See Johnson and Cobb-Walgren. 
Cohen, Marshall. The Year 2000 and the New Television. No. 
1, RC5-RC7. 
Cohen, the president of Marshall Cohen Associates, 
discusses the future of television in the year 2000, 
including the coming of the 500-channel environ- 
ment and interactive TV. 
Conlin, Ronald P. Goodyear Advertising Research: Past, 
Present, and Future. No. 3, RC7-RC10. 
The manager of market planning and research for 
the Goodyear Tire & Rubber Company discusses 
how Goodyear switched its advertising approach to 
Total Quality Management, using research systems 
corporation’s ARS system to test ads. 
Crask, Melvin R. See Laskey, Fox, and Crask. 
Crispell, Diane. Three Views of Tomorrow's Consumer: View 
3—The Future of Households. No. 6, RC7-RC8. 
Crispell, executive editor of American Demographics 
magazine, discusses future trends in household size 
and types. The magazine has developed a series of 
projections for nine types of U.S. households to 
2010 and how they will affect consumer trends. 
Danaher, Peter J., and Roland T. Rust. Determining the 
Optimal Level of Media Spending. No. 1, pp. 28-34. 
An expenditure formula is given which optimizes 
media spending by maximizing the ratio of ad- 
vertising effectiveness to media expenditures, 
which will also maximize the return on advertising 
investment. 
Donthu, Naveen. See Bhargava, Donthu, and Caron. 
Dubitsky, Tony M. See Walker and Dubitsky. 
Dubow, Joel S. Point of View: Recall Revisited: Recall Redux. 
No. 3, pp. 92-106. 
Should “Not Recall” really have read ‘Not Burke 
Recall” or “Not Burke Recall in Some Situations”? 
Dubow’s reappraisal of Gibson’s meta-analysis 
leads him to a different conclusion. 
“’Rejoinder to Larry Gibson's Response to ‘Recall Re- 
visited: Recall Redux.’’ No. 4, pp. 70-/3. 
Dubow responds to Larry Gibson’s response in Vol- 
ume 34, No. 3 of JAR to Dubow’s article, “Recall 
Revisited: Recall Redux,” also printed in Volume 34, 
No. 3. 
. Rejoinder to Hal Ross’ Response to ‘Recall Revisited: 


Recall Redux.” No. 4, pp. 74-76. 
Dubow responds to Hal Ross’ response in Volume 
34, No. 3 of JAR to Dubow’s article, ‘Recall Revis- 
ited: Recall Redux,” also printed in Volume 34, 
No. 3. 
du Plessis, Erik. Recognition versus Recall. No. 3, pp. 
75-91. 


Understanding the relationship between recogni- 
tion and recall enables researchers to use both mea- 
sures more effectively. This article reviews past 
studies, then presents the results of three experi- 
ments conducted to examine comparative measures 
for Recall and Recognition, all on a larger scale than 
any of the previous experiments. 

. Understanding and Using Likability. No. 5, pp. 
RC3-RC10. 

du Plessis, managing director of Impact Information 
(Pty) Limited in South Africa, presents the results of 
a 10-year study in South Africa which measured the 
in-market awareness and likability of all television 
commercials within two to three weeks after their 
first appearance. 

Eagleson, Geoff. See Rossiter and Eagleson. 

Ehrenberg, A. S. C.; Kathy Hammond; and G. J. Good- 
hardt. The After-Effects of Price-related Consumer Promo- 
tions. No. 4, pp. 11-21. 

This look at sales levels in the weeks following a 
price-related promotion underscores how very short 
term the effects of such promotions are. Manage- 
ment implications point toward reduced rather than 
increased spending. 

Englis, Basil G. See Solomon and Englis. 

Fischer, Paul M. See Krugman, Dean M. et al. 

Fletcher, James E. See Krugman, Dean M. et al. 

Fox, Arthur. See Haley, Staffaroni, and Fox. 

Fox, Richard J. See Krugman, Dean M. et al. 

. See Laskey, Fox, and Crask. 

Gibson, Larry. Recall Revisited: Recall Redux—Some Reac- 
tions. No. 3, pp. 107-108. 

Gibson responds to Joel Dubow’s article, “Recall Re- 
visited: Recall Redux,’’ which also appears in Vol- 
ume 34, No. 3. 

Goodhardt, G. J. See Ehrenberg, Hammond, and Good- 
hart. 

Greenberg, Bradley S. See Brand and Greenberg. 

Haley, Russell I. A Rejoinder to “Conclusions from the ARF's 
Copy Research Validity Project.’ No. 3, pp. 33-34. 

Haley responds to John Rossiter and Geoff Eagle- 
son's article, “Conclusions from the ARF’s Copy Re- 
search Validity Project,” which also appears in Vol- 
ume 34, No. 3. 

; James Staffaroni; and Arthur Fox. The Missing 
Measures of Copy Testing. No. 3, pp. 46-61. 

Nonverbal aspects of commercials, such as music, 
facial expressions, and casting, are found to predict 
a significant portion of an ad’s impact. These rela- 
tionships appear to be strong enough to aid pre- 
screening of storyboards and rough executions be- 
fore production. 

Hammond, Kathy. See Ehrenberg, Hammond, and Good- 
hardt. 

Helgesen, Thorolf. Advertising Awards and Advertising 
Agency Performance Criteria. No. 4, pp. 43-53. 
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This study is an attempt to explore the issue of 
whether advertising awards serve as professional 
standards for advertising practices and effectiveness 
and to assess some consequences of awards on 
agencies’ professional orientation and performance 
criteria. 

Honomichl, Jack. Point of View: Why Marketing Information 
Should Have Top Executive Status. No. 6, pp. 61-66. 

What does the future hold for the marketing re- 
search function in large marketing-driven corpora- 
tions? Honomichl suggests a new corporate in- 
formation structure designed to address and 
coordinate all of top management's marketing envi- 
ronment information needs. 

Hoobyar, Renee. See Zandpour et al. 

Jaffe, Lynn J., and Paul D. Berger. The Effect of Modern 
Female Sex Role Portrayals on Advertising Effectiveness. 
No. 4, pp. 32-42. 

A demonstration of the important differences that 
exist among female market segments in their re- 
sponses to role portrayals of contemporary women. 

Jiang, Shu-Fang. See Zandpour et al. 

Johnson, Rose L., and Cathy J. Cobb-Walgren. Aging and 
the Problem of Television Clutter. No. 4, pp. 54-62. 

The difficulties of creating effective communication 
with senior citizens are multiplied by the growth in 
clutter. Beyond documenting the problem, the au- 
thors offer some help in addressing it. 

Keck, Gary Lee. OBSERVATIONS: Intended vs. Unintended 
Messages: Viewer Perceptions of United States Army Tele- 
vision Commercials. No. 2, pp. 70-77. 

The previously learned “baggage” that viewers 
bring with them can have significant impact on 
what they take away from commercials. Impact of 
the resulting unintended messages can be un- 
wanted and significant. 

Keller, Edward B. Three Views of Tomorrow's Consumer: 
View 2—How Emerging Trends Will Shape the Marketplace. 
No. 6, pp. RC4-RC6. 

The author, executive vice president of Roper Starch 
Worldwide, discusses several key trends of the 
1990s that are likely to play an important role in 
shaping consumer values and behavior. 

Kim, Heejin. See Leckenby and Kim. 

Krugman, Dean M.; Richard J. Fox; James E. Fletcher; 
Paul M. Fischer; and Tina H. Rojas. Do Adolescents At- 
tend to Warnings in Cigarette Advertising? An Eye- 
Tracking Approach. No. 6, pp. 39-52. 

In this study, the authors used focus groups to gar- 
ner a basic understanding of how adolescents react 
to cigarette advertising and currently mandated cig- 
arette Surgeon General Warnings, and to develop 
new warnings. 

Krugman, Herbert E. OBSERVATIONS: Pavlov’s Dog and 
the Future of Consumer Psychology. No. 6, pp. 67-70. 

The author discusses various theories on the learn- 


ing of likes and dislikes in hopes of shedding some 
new light on a topic that could have major impact on 
our quality of life as well as the success of marketing 
programs. 

Laforet, Sylvie, and John Saunders. Managing Brand Port- 
folios: How the Leaders Do It. No. 5, pp. 64-76. 

Discussions of brand equity or analyses of market 
structures will benefit from this analysis of the dif- 
ferent branding strategies used by firms in the 
United States and Europe. 

Langer, Judith. Three Views of Tomorrow's Consumer: View 
1—How Emerging Trends Will Shape the Marketplace. No. 
6, pp. RC2-RC3. 

The author, president of Langer Associates, dis- 
cusses several key trends of the 1990s that are likely 
to play an important role in shaping consumer val- 
ues and behavior. 

Laskey, Henry A.; Richard J. Fox; and Melvin R. Crask. 
Investigating the Impact of Executional Style on Television 
Commercial Effectiveness. No. 6, pp. 9-16. 

This article presents the results of a study examining 
the relationship between executional style (how a 
message is communicated) and television commer- 
cial effectiveness. Over 1,100 commercials were 
tested. 

Leckenby, John D., and Heejin Kim. How Media Directors 
View Reach/Frequency Estimation: Now and a Decade Ago. 
No. 5, pp. 9-21. 

Media directors are finding that the computer has 
given them more data and greater ease of use, but at 
a price—greater remoteness and, correspondingly, 
lowered confidence in the models available to them. 

Lin, Carolyn A. Audience Fragmentation in a Competitive 
Video Marketplace. No. 6, pp. 30-38. 

This article examines how the present competitive 
video marketplace fragments audiences along psy- 
chological and behavioral dimensions of their tele- 
vision viewing activity. Results suggest that the 
level of audience activity varies according to the di- 
versification level of one’s home-video media envi- 
ronment. 

Lin, Man-Chi. See Zandpour et al. 

Lockett, Donald R. Advancing Telecommunications Technol- 
ogies for the 2ist Century. No. 2, pp. RC7-RC15. 

Lockett describes 10 emerging applications of tele- 
communications technology that will affect the way 
consumers receive and use news, entertainment, in- 
formation, and personal services in the future. A 
glossary of advanced telecommunications terms ac- 
companies the article. 

Madrid, Stan. See Zandpour et al. 

Meenaghan, Tony. Point of View: Ambush Marketing— 
Immoral or Imaginative Practice? No. 5, pp. 77-88. 

With the rapid growth in sponsorship marketing, 
there has been a growth in attempts to mimic spon- 
sorship at lower cost. Beyond issues of industry self- 
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regulation, research is needed to address how to 
combine traditional advertising and sponsorship for 
maximum effectiveness. 

Mehta, Abhilasha. How Advertising Response Modeling 
(ARM) Can Increase Ad Effectiveness. No. 3, pp. 62-74. 

Structural equations are shown to integrate several 
measures of copy into a framework that provides 
insights into how an ad is being processed. 

Mittal, Banwari. Public Assessment of TV Advertising: Faint 
Praise and Harsh Criticism. No. 1, pp. 35-53. 

Reports on a survey that reveals that consumer at- 
titudes toward advertising are generally negative, 
even though many consumers acknowledge that ad- 
vertising offers some value to them. Mittal recom- 
mends some steps that can be taken to reduce these 
perceptions of advertising as deceptive, boring, ir- 
ritating, and offensive. 

Mueller, Barbara. See Keck and Mueller. 

Neese, William T., and Ronald D. Taylor. Verbal Strategies 
for Indirect Comparative Advertising. No. 2, pp. 56-69. 

Going beyond the comparative versus noncompar- 
ative distinction, this research finds differences be- 
tween direct and indirect comparative ads in the 
information processing of exposed consumers. 

Olsen, G. Douglas. OBSERVATIONS: The Sounds of Si- 
lence—Functions and Use of Silence in Television Advertis- 
ing. No. 5, pp. 89-95. 

Like music, the dramatic pause of dialogue and vi- 
sual contrast, silence is a creative element that cre- 
atives use to generate attention and to communicate 
key messages. 

Osborn, Susan Titus. See Zandpour et al. 

Poltrack, David. F. See Assael and Poltrack. 

Prabhaker, Paul R. See Alwitt and Prabhaker. 

Riordan, Edward A. See Cannon and Riordan. 

Rogers, Martha, and Christine A. Seiler. The Answer Is No: 
A National Survey of Advertising Industry Practitioners and 
Their Clients about Whether They Use Subliminal Advertis- 
ing. No. 2, pp. 36-45. 

This study provides evidence that, even if it were 
effective, subliminal advertising is not, in fact, used 
by national advertisers. 

Rojas, Tina. See Krugman, Dean M. et al. 

Rosenberg, Karl E. See Blair and Rosenberg. 

Rosenberg, Karl E., and Margaret H. Blair. OBSERVA- 
TIONS: The Long and Short of Persuasive Advertising. No. 
4, pp. 63-69. 

This case study analysis reminds us that “new 
news” and strongly rational messages are not guar- 
antees of persuasion, nor are news and rationality 
the only routes to persuasive advertising. 

Ross, Harold L., Jr. Recall Revisited: Recall Redux—More 
Reactions. No. 3, pp. 109-111. 

Ross responds to Joel Dubow’s article, “Recall Re- 
visited: Recall Redux,” which also appears in Vol- 


ume 34, No. 3. 

Rossiter, John R., and Geoff Eagleson. Conclusions from 

the ARF Copy Research Validity Project. No. 3, pp. 19-32. 
This reanalysis of the CRVP sheds fresh light on the 
predictive powers of several measures of advertis- 
ing effectiveness. 

Rust, Roland T. See Danaher and Rust. 

Saunders, John. See Laforet and Saunders. 

Scheideler, Holly. See Zandpour et al. 

Schofield, Albert. Alternative Reply Vehicles in Direct- 
Response Advertising. No. 5, pp. 28-34. 

Surveys of two consumer markets and one busi- 
ness-to-business market in the United Kingdom 
question the generality of a recent finding that con- 
sumers expending more effort to request informa- 
tion from advertisers are more likely to buy the 
product. This finding is confirmed (but not strongly) 
in the U.K. consumer market, but finds in the busi- 
ness-to-business market response should be made 
as easy as possible. 

Seiler, Christine A. See Rogers and Seiler. 

Sekely, William S., and Vicki L. Blakney. The Effect of 
Response Position on Trade Magazine Readership and Us- 
age. No. 6, pp. 53-60. 

This article studies the problem of response-order 
bias in the measurement of readership and receipt 
of trade magazines. 

Solomon, Michael R., and Basil G. Englis. OBSERVA- 
TIONS: The Big Picture: Product Complementarity and In- 
tegrated Communications. No. 1, pp. 57-63. 

This article presents a look at products as more than 
symbols of status but bonds with our social reality. 
It also notes implications for the growing practice of 
product placement. 

Staffaroni, James. See Haley, Staffaroni, and Fox. 

Stapel, Jan. OBSERVATIONS: A Brief Observation about 
Likability and Interestingness of Advertising. No. 2, pp. 
79-80. 

Stapel’s article provides more support for separating 
“liking” from other elements of consumer response 
like “interesting” and “informing.” 

Tat, Peter K., and David Bejou. Examining Black Consumer 
Motives for Coupon Usage. No. 2, pp. 29-35. 

Like media targeting, coupon targeting is based on 
some assumptions about how target consumers use 
coupons, or the media. The survey reported in this 
article compares black and white motives for cou- 
pon use. Its findings may lead to some new assump- 
tions about targeting an important demographic 
segment for many advertisers. 

Taylor, Ronald D. See Neese and Taylor. 

Walker, David, and Tony M. Dubitsky. Why Liking Mat- 
ters. No. 3, pp. 9-18. 

The authors present an analysis of a major copy- 
testing database which demonstrates that liking is 
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moderately but significantly correlated with other, 
validated measures of effectiveness. Used in con- 
junction with other appropriate measures, liking 
measures add substantial value to the assessment 
and optimization of advertising effectiveness. 
Woodside, Arch G. Modeling Linkage-Advertising: Going 
Beyond Better Media Comparisons. No. 4, pp. 22-31. 
A 20-step, customer-marketer, database advertising 
framework is described with implications offered for 
building relationships with customers. The 20-step 
framework is offered as a draft blueprint for embrac- 
ing new realities in advertising strategy. 
Zandpour, Fred; Veronica Campos; Joelle Catalano; Cy- 
press Chang; Young Dae Cho; Renee Hoobyar; Shu- 
Fang Jiang; Man-Chi Lin; Stan Madrid; Holly 
Scheideler; and Susan Titus Osborn. Global Reach and 
Local Touch: Achieving Cultural Fitness in TV Advertising. 
No. 5, pp. 35-63. 
This study identifies a set of cultural and market- 


related factors that are likely to shape television ad- 
vertising messages. Based upon these factors, the 
study develops a global model that provides specific 
directions for selecting advertising creative strate- 
gies, levels of informativeness, and styles that are 
most likely to fit cultures and market environments 
in 23 countries around the world. 


Editorials by William A. Cook 


Copy Testing: Passion and Research. No. 3, p. 6. 

Counting Your Media Chickens. No. 2, p. 7. 

EDLP Doesn’t Mean ‘Everyone's Doing Less Promotion” . . . 
Yet. No. 4, p. 7. 

Is It “‘Interactive’’ Media, or ‘Hyperactive’ Media? No. 
1, p. 7. 

The Public Votes on Our Ads Too. No. 6, p. 5. 

When the Going Gets Tough, the Tough Send in Their Agents. 
No. 5, p. 6. 
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